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Influence of the American Institution School on Distribution and Marketing Theory
DING Tao
(School of Economy, Renmin University of China, Beijing 100872, China)

Abstract; The American institution school has a significant influence on western marketing science, though it is under the un-
orthodox economics. The American institution school experienced two developing stages that can be called the American school and
the old institutionalism, respectively. The American school had active influence on curriculum design, analysis method and prelimi-
nary theory foundation of distribution or marketing. The old institutionalism played an important role in the integration of circulation
and marketing theory system. The most outstanding academic work on marketing theory had fully assimilated the ideology of America
institution school. From this point of view, early American marketing science deeply rooted in institutionalist thoughts. The findings
in this article expose marketing research to a new perspective, which has practical meanings to marketing science in China.
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Ve 5B A AR R WY T ARk 22 ) 10 R P o 3k o ol 122 o S e B2, T SORS AR o

W 1Tk, institutional approach Y5 B BT B~ K 27 X 25 Bl A= 7 B g 3 AL AL 1 3, R T A A O < AL
PGB o A [ P A3 A 2 SCHR v, 3 AN 5 0 2 A R R A AR 4 BT, 3 R Rk 8 A A S VU O T
S — BN A G, institution ¢ B A Dy DA = A= 7 Bl 30 8 15 2l i A Qi) 3 LA i AN R AR
BURE 43 A7 322202 VA0 T3 58 R BG4 R 0T 58 J 6 0 3 26 2 AR AT 0 5 o AEL X R E 90 O 0T I 15 31 £ 08
B2 FLRIA T I B G T A HE BRI B0 R A B = BRSO AR X AR R T IE R & T ARk
Ty 5253 B A0 94 J7 95 AL G api AR B 00 A e ML) 20 BT 5 DA A 5% B TR X LA R AT P sk R IR A9 i 34 )2 T
BB B304 LLE B PLAE 20 B R C & R A LR

X — AR 2 45 T B R R T Y R e, BRI R DR B0 AR T ) AR 2 R R 2 R Y R
o HETE X institution F% B A AP Jay KR 0 45 Aol A 77 U B A T e K B A O < SRR AT B
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